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Ensuring Success in
Mergers and Acquisitions
Closely held company owners expect
consolidations to increase in the com
ing three years. Here’s some guidance
on ensuring a successful union.

Let's dance

The M&A process has three distinct stages, focusing
on organizational behavior and development. The
first is the “Let’s dance” stage. In Strategic Finance
(“What makes a successful merger?” April 1999),
David Hanna and Paul Walker noted the similarities
between
courtship and marriage, and an M&A. At
lmost 70% of owners of small and mid
the
“
Let
’
s
dance” stage, two parties consider a busi
sized closely held businesses expect
ness union based on
that compa
By Dominic A Cingoranelli, Jr., CPA, CMC,
underlying strategic fac
nies in their
and Hubert D. Glover, PhD, CPA, CIA, CMA
tors. Historically, CPAs
industries will consoli
involved in an M&A, whether as part of an account
date during the next three years. This finding of a
ing firm, a controllers’ group of a corporation, or a
survey conducted by the DAK Group and Rutgers
regulatory team of a government agency, have
University’s Whitcomb Center for Research and
focused on quantitative due diligence areas.
Financial Services was reported recently in The
Although consistent with the educational and
Wall StreetJournal. In addition, 62% of the owners
professional backgrounds of most CPAs, the tradi
expect to sell or merge their companies during this
tional due diligence steps provided by CPAs do not
time, and slightly more, 64%, expect to make an
address organizational behavior and development
acquisition. The high percentages for both sales
issues. Moreover, it’s likely that the legal profes
and acquisitions can be explained by the tendency
sionals involved in an M&A will concentrate on the
of owners to make acquisitions to strengthen their
appropriate entity formation, not on intangible
positions, in anticipation of selling.
issues such as culture.
CPA firm consolidations are also expected to
The CPA can add value to the M&A process by
continue. Consider, for example, the prediction
ensuring
that the union is between two compatible
emerging from the vision discussions of the AICPA
parties:
Not
only should they offer each other com
Forensic and Litigation Services (FLS) Committee
plementary
services and market, operational, and
that “a steady and growing demand for CPAs with
financial
strengths,
but also they should have com
forensic accounting skills” will result in the “contin
patible traits that can result in synergy and support
uation of the trend toward the consolidation of
the strategic reasons for the M&A. In the “Let’s
smaller niche firms into larger firms.”
dance” stage, CPAs can begin to address the fol
Statistics have shown, however, that many past
lowing organizational issues:
mergers and acquisitions (M&As) fell apart within
• Philosophy, strategy, and vision
five years, were later sold at a loss, or failed to
• Culture
meet management’s expectations. CPAs can help to
• Structure
minimize such risk by expanding their role in these
• Management and leadership styles
initiatives beyond providing their traditional finan
• Interpersonal issues
cial and tax advisory services.

A

These qualitative issues in tandem with quantitative
issues form the basis for a due diligence effort.

Evaluating the culture
The CPA should conduct a cultural evaluation to inquire
about the qualitative factors and determine the benefit of
the prospective union to each party. Regarding the value
of the union in relation to organizational factors, the CPA
can pose key questions such as “Why the union?” “Who
benefits the most or least?” “What will be the impact
after the union on people, performance, culture, struc
ture, roles, and responsibilities?” and “Which entity will
emerge as the dominant force?”
The CPA can develop a cultural due diligence frame
work based on environment, espoused values, and
assumptions. The environment includes the tangible char
acteristics of an organization: the plants and offices, office
layout and design, furnishings, decorations, and the
deployment of information technology. For example, in
the same industry, one company is located in a prestigious
urban center with offices that reflect the latest trends and
are lavishly decorated with fine art. The other firm oper
ates in the warehouse district in an office with used fur
nishings. Clearly, these differences need to be addressed.
Espoused values represent the formally shared values
and philosophy of an entity, that is, an organization’s
stated core values, mission, and purpose. The CPA
needs to understand what each entity really believes
and plans. For example, one organization’s mission
statement requires that it provide an equitable share of
its profits to employees and give an additional amount
back to the communities that it serves. In contrast, the
other organization’s mission statement emphasizes
return on investment. Such a conflict in the two organi
zations’ espoused values must be addressed.
Assumptions represent what organizations really do—
their values in action. Clearly, many organizations have
mission statements and ethics policies. However, exist
ing practices may directly conflict with these policies.
Therefore, it is very important to determine the true
commitment to, and sincerity and effectiveness of each
organization’s written or espoused values. What do they
really do, in spite of the platitudes? If neither organiza
tion executes what it says, the two entities will unite
based on false or unrealistic expectations of compatibil
ity. The likely end result is a costly separation.
The Practicing CPA (ISSN 0885-6931)
Plaza Three, Jersey City, NJ 07311-3881.
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Formation
Suppose, during the “Let’s dance” stage, the CPA helps an
entity determine that organizational compatibility is sig
nificantly inadequate, or that key cultural-fit issues need
to be addressed before proceeding. If so, the CPA has
delivered a value to the client, namely, risk minimization.
Completion of cultural due diligence by the CPA will
provide all parties with the appropriate scope of infor
mation to determine whether they should seek to unite.
If a union is sought, the CPA can continue to help navi
gate the client through the formation stage of the M&A.
If the cultural due diligence supports going beyond
the “Let’s dance” stage, the CPA can help in planning the
deal. Two key initiatives should be conducted at this
point. The first is to identify all stakeholders, including
management, employees, customers, and other parties
such as investors, to determine their issues and concerns
regarding the merger. Employees, for example, will want
to know the impact of the merger on their positions,
while customers may want to know its impact on their
service.
The other key initiative is the development of a com
munication plan. Once the stakeholders are identified, a
comprehensive plan can be devised to inform them
about the nature of the merger and its benefits.
The goal of the formation stage is to foster, between
the parties, the critical traits that contribute to a success
ful merger: trust, respect, confidence, and integrity.
Using marriage as an analogy, at this stage, vows are
formed, and the benefits, goals, and objectives of the
union are confirmed.
The CPA can play a key role by promoting an atmos
phere in which a team forms to share a common mis
sion. This can be accomplished by developing a vision
and mission statement, and strategic planning.

Mission and vision
First, the CPA should facilitate the development of a
transition team to create a mission and vision statement.
Representatives of stakeholders at all levels in the new
entity—partners, principals, directors, managers, supervi
sors, professional staff, paraprofessional staff, and gen
eral support staff from both sides of the merger—should
be represented on the team.
The purpose of a mission and vision statement is to
communicate the purpose and direction of an organiza
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tion. Why does the organization exist and what does it
seek to accomplish? Xerox’s mission, for example, is to
provide document solutions and to be known as the
document company. The CPA guides clients to develop
their mission and vision as a team. Once they complete
the mission and vision statement, it is critical to commu
nicate it throughout the organization to ensure that
everyone is operating on the same plane of knowledge.

Strategic planning
The second key activity is the development of a strategic
plan. The goal of the plan is to provide a map for the
client to fulfill the tenets of the mission and vision state
ment. This process should parallel the mission and
vision statement process of forming a transition team to
accomplish completion of a strategic plan.
In both the mission and vision statement and the
strategic plan development, the CPA should serve as a
facilitator in team meetings and help monitor comple
tion of milestones and the deliverables. The size of the
merged entity will dictate the extent of client involve
ment. Regardless of company size, however, teams are
formed to review and monitor the development process.
The mission and vision statement and the strategic
plan provide a primary benefit of purpose, direction,
and guidance for the new entity. In addition, the pre
scribed team-oriented process provides a mechanism to
bond the entities. Members of the former entities will
begin to develop respect, trust, and confidence along
with learning about each other’s integrity through the
various team efforts associated with this work.
Team-based functions allow people to appreciate dif
ferences, as well as recognize similarities and how they
can be used to achieve success. This will foster relation
ships among the merged entity’s members, which will
provide the foundation for commitment and dedication
to the new entity’s success.

Operational management stage
The successful facilitation of the “Let’s dance” and forma
tion stages by the CPA should result in a union posi
tioned for success. The intangible and tangible factors
should all be recognized as positive reasons for the
merger. During this process, the CPA should be able to
identify the new entity’s organizational infrastructure
strengths and weaknesses. Specifically, the CPA should
assess the business and administrative systems in terms
of resources, skills, capacity, efficiency, and effectiveness.
The new entity, for example, may look to appropri
ate staff to manage the complexities of a larger organiza
tion associated with accounting, taxes, operational
reporting, technology, and human resources. The CPA
can determine areas in which the CPA firm can provide
specific services.

A Tale of Two Companies
A classic merger and acquisition (M&A) is two com
panies, entities A and B, who want to grow exponen
tially, and decide to execute a business combination.
Attorneys and accountants provide their traditional
legal and financial due diligence services. The union is
consummated and the new entity works toward its
business goals and objectives.
Two years later, the new entity is failing to meet its
strategic, financial, and operational objectives. A thor
ough analysis reveals that the entities were offering
complementary services in the same industry. On
paper, they appeared to have potential for economic
and market synergy. Entity A, however, was very con
servative and operated in modest offices in an indus
trial park. Entity A was decentralized, and empowered
field personnel to make critical business decisions.
Finally, entity A sought to share the wealth with both its
employees and the community.
In contrast, entity B operated in premium office space
in the most expensive part of town. Entity B was man
aged as a tightly controlled operation in which all deci
sions were made at the corporate office. Finally, entity
B believed that only the principals should share the
wealth. The financial and market traits of entity A and
entity B appeared to be a good fit for future success
using the traditional framework that CPAs have used.
Nevertheless, the use of a cultural due diligence
framework would have identified critical organizational
issues during the "Let's dance" stage. Cultural due dili
gence can help increase the opportunity for a suc
cessful M&A—or avoid one that was not meant to be.
The CPA may have an opportunity to provide an
end-to-end solution for business and administrative sys
tems for the new entity, performing services ranging
from actually processing business transactions (for
example, payroll and vendor payments or benefits
administration) to assisting with monthly performance
evaluations of the new entity. The resources or strategic
alliances of the CPA firm and the needs of the client will
dictate the scope of the opportunity. However, the CPA
can seek to continue to add value to the new entity by
providing these ongoing services.

Dominic A. Cingoranelli, CPA, CMC is a managing
member in Grimsley White & Company, LLC, CPAs. He
can be contacted atdom4@mindspring.com or 1-877754-1047. Hubert D. Glover, PhD, CPA, CIA, CMA, is
chair of the Accounting Department, School of Business,
Howard University, Washington, DC.
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Indicators of Marketing
Success: Cultural DNA
After studying more than 500firms
over a five-year period, a marketing
firm concludes that accounting firm
leaders must identify theirfirms’ pre
ferred processes when deciding on
methods to attract and retain clients.
One size does notfit all.
By Suzanne
uch is made about an accounting firm’s
corporate culture in the areas of staff
recruitment, retention, and productivity.
Indeed, culture is one of the more inter
esting aspects of a firm’s likelihood to succeed along
many avenues—but now it has been proven that cul
tural DNA is a also a predictor of a firm’s effectiveness
in attracting and retaining clients.
As part of a comprehensive five-year study, Expertise
Marketing looked at more than 500 professional service
firm respondents’ use and measurement of a variety of
methods to attract and retain clients. Although not a sin
gle question on the survey questionnaire addressed a
professional service firm’s culture, it is statistically clear
that a firm’s “internal personality” or “cultural DNA”
influences its eventual success—or failure—in using cer
tain methods to attract or retain clients.
Of the 500 professional services firms studied, their
use of client attraction and retention methods fell into
one of five clusters:
• The preparedfirm cluster. The prepared firm cluster of
methods appears quite inwardly focused, with a group
ing of internally oriented programs such as training and
communication, and career management or leader
ship development coaching for a firm’s professionals.
• The flexiblefirm cluster. This flexible group of meth
ods appears very externally oriented, with a combina
tion of initiatives such as the implementation of
flexible methodologies and customized techniques to
deliver services, requiring or encouraging all person
nel to switch roles occasionally, and codeveloping or
piloting new services with clients.
• The rule-benderfirm cluster. The rule-bender cluster of
approaches seems quite focused on taking risks, and
features a grouping of methods such as providing free
solutions in order to win an assignment, using at-risk
revenue arrangements to sell services, and even using
warnings and/or disincentives in order to manage a
professional’s behavior.
• The techno-hunter firm cluster. The techno-hunter
group of methods appears focused on aggressive

M
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salesmanship and relies heavily on technology, such
as using the new technologies of extranets and pagers
to get closer to clients, increased intelligence-gathering
about competitor activities, and deploying nonbillable
salespeople.
• The accountability firm cluster. The accountable
group of methods appears oriented to preparation and
performance; for instance, using incentives to encour
age a change in professionals’ behavior, adapting
Lowe
performance measures to evaluate professionals’
sensitivity to clients’ needs, or using strategic account
management plans.
Expertise Marketing compared these cultural clusters
with the respondents’ self-rated effectiveness in their
methods of “getting closer to clients.” The firms in some
of the five cultural groups had succeeded at using cer
tain methods, while others in a different group had
failed at the same methods.

"A firm’s bard-wired

cultural DNA—its
internal personality—
runs much deeper
than its exterior
profile."
It's all about cultural DNA
Firms that used the methods grouped in the prepared clus
ter reported that none of their methods were effective in
making the firms more market-driven. Firms in the flexible
group said that only their innovation and service deliveryoriented methods were effective. Firms in the techno
hunter group reported that their methods were only
effective in using new approaches to compete against
rivals—which may or may not mean that these firms
became more sensitive to clients! Only firms in the rule
bender and accountability groups reported that their meth
ods were more effective at managing client relationships.
This finding is not meant to imply that all accounting
firms should abandon marketing practices that fall into
the prepared cluster of methods. On the contrary, those
market-driven methods certainly do occupy a reason
able place in the army of management and marketing

techniques that accounting firms have used and will
continue to use successfully into the future.
This finding is also not meant to imply that all firms
that find themselves effective at techniques found in the
flexible cluster (for example, codeveloping or piloting
new services with clients), are by necessity flexible
firms. This finding simply points out the fact that, for
some cultures, certain methods will likely be more effec
tive—especially if used in combination with each
other—than they might be if used in another culture.
Most important, this finding does not imply that
every accounting firm must force itself to fit into the five
cultural groups that we discovered. On the contrary,
these five clusters were manifestations of patterns from
this particular set of 500-plus professional service firm
respondents. Depending on the processes studied, there
may be many other types of cultural client attraction and
retention methods with other unique and distinct
aspects.
The most surprising aspect of these findings is that
the responding professional service firms’ use of client
attraction and retention methods so naturally falls into
previously unnoticed, highly differentiated cultural DNA
or personality-oriented patterns. Let’s take a closer look
at this result. It makes sense, for example, that the
accountability firm would be effective at delivering its
services or managing its client relationships. The whole
notion of accountability speaks to an almost personal
orientation of attending to others’ needs, being mindful
of the vagaries of a relationship and striving to satisfy —
even exceed—clients’ expectations. It also makes sense
that the techno-hunter firm would be effective at using
new approaches to compete against its rivals. A review
of the methods in this cultural cluster easily evokes a
picture of competitive alertness, a state of agitated
hunger to win business, and proactive work to win.
Haven’t accounting firm leaders and marketers
already understood how to market this thing called cul
ture? Perhaps not. Even a casual review of a variety of
firms’ Web sites reveals a mind-numbing recitation of
similar phrases, such as, “our unwavering commitment
to clients,” “integrity,” “we value diversity,” “responsive,”
“professional excellence,” “our entrepreneurial spirit,”
“commitment to our community” and “teamwork.” But
our study’s findings about cultural clusters vividly
demonstrate that firms actually operate at deeper, more
strategically nuanced and more competitively significant
levels than what they typically articulate and promote to
their publics. This is because we’re really talking about a
firm’s hard-wired cultural DNA—its personality, which
runs much deeper than its exterior profile.

Aligning marketing strategies with culture
Another unexpected aspect of the above findings is that
we now have evidence that a firm can enhance its suc

cess at implementing market-focused
FYI
methods — or at least avoid their fail
ure — by aligning them with its cultural
predilections.
PCPS, an alliance of the
AICPA, represents more
But does this mean that an account
than 6,000 local and regional
ing firm simply has to undertake a cul
CPA firms. The goal of PCPS
ture-identification exercise, and then
is to provide member firms
apply marketing strategies and business
with up-to-date information,
development methods that appear to fit
advocacy, and solutions to
its culture? Would that firm’s marketing
challenges facing their firms
strategies and business development
and the profession. Please
methods, therefore, be successful?
call 1-800-CPA-FIRM for
Perhaps. But our findings hint at a
more information.
more fascinating notion — that the best
way to succeed competitively is for a
firm to examine the strategies and methods at which it
succeeds, and then take a step back to see what kind of
cultural DNA, or firm personality those methods appear
to spell. If more firms did this, and then enacted those
successful strategies that fit into a distinct culture or per
sonality pattern, they might be able to avoid the fate of
firms in the prepared group. That group vainly invests
time and money implementing marketing strategies and
methods that do not deliver competitive success.
A final perspective on this issue relates to the inten
tionality or deliberateness of a firm’s choice of market
ing strategies to align to its culture. As their competitive
environments continue to tighten, accounting firms must
assertively move beyond making fluffy swipes at identi
fying culture — efforts that, as we’ve seen, usually end
up being articulated in a lovely plaque on their lobby
walls, in their annual reports, or on their Web sites.

One size does not fit all
In order to compete more effectively, accounting firms
must wake up to the reality that they can not apply onesize-fits-all client attraction and retention methods.
Indeed, firm leaders must look to the powerful differen
tiation that lies within their walls—their cultural DNA,
aligned around a set of instinctively preferred, personal
ity-oriented processes. Once they determine the person
ality behind the way they select, implement, and
succeed at market-driven processes, they can then
become more deliberate in the way they further inte
grate these processes into their firm’s organizational per
sona, to the point that their implementation becomes
second nature.

Suzanne Lowe, is President ofExpertise Marketing LLC,
Concord, Massachusetts. She is author of the recently pub
lished Marketplace Masters: How Professional Service
Firms Compete to Win (Greenwood: 2004), which covers
the successful marketing strategies and best practice case
studies ofprestigious professional servicefirms.
June 2004
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Privacy Remains
a Priority
For CPAs, privacy concerns provide a
practice development opportunity.
s business processes become more complex
and sophisticated, more and more personal
information is being collected and used. As
a result, the privacy of personal information
has become more vulnerable and is an increasingly criti
cal concern for entities of all sizes, the government, and
the public in general. With identity theft on the rise, and
fears of financial and other types of records being
accessed inappropriately, the number of challenges
related to the protection of personal information is
steadily increasing.
Customers more than ever want assurance that the
personal information they pro
vide to entities is not abused. As
entities move to improve their
approach to privacy, many will
turn to CPAs as trusted business
advisers, for help in implement
ing effective privacy programs.
As public concern with busi
ness privacy policies continues
to gain importance, most CPA
firms, as well as their clients,
must comply with privacy
requirements, such as those
imposed on financial institutions by the Gramm-LeachBliley Act and on health care providers by the Health
Insurance Portability & Accountability Act (HIPPA).
Furthermore, in a recent BusinessWeek article (“Privacy:
What CEOs Need to Know,” April 13, 2004), Jane Black
cited the prediction of Brian Tetrick, Ernst & Young’s
head of privacy-related services, that the Sarbanes-Oxley
Act’s requirement that CEOs and chief financial officers
certify that their financial houses are in order could be
applied to data privacy and security.
Providing privacy services is a beneficial investment.
CPAs are in a unique position to examine privacy prac
tices, help manage entities’ privacy risk, and help turn
sound privacy practices into a marketplace advantage.

A

Owning this reference means having the most up-todate compilation of privacy tools available. The CPAs
who helped to research, write, and prepare this book
include both those with industry operations responsibil
ity and those who provide consulting to hundreds of
private and public sector organizations. Consequently,
this reference is a true compendium of operational guid
ance and best practices from a broad cross-section of
industry, commercial, and government operations.
Highlights of the methods accumulated from handson experience include how to:
• Determine the scope of a privacy initiative, including
the activities required to design, implement, and main
tain a privacy program.
• Develop a privacy strategy, including a high-level,
detailed privacy plan.
• Establish privacy priorities consistent with the business
environment and applicable legislation and communi
cate them to management.
• Design the elements of privacy policies, practices
and communications against
measurable criteria.
•Design elements and cate
gories of privacy procedures
and controls.
•Execute the privacy pro
gram, from determining
internal and external require
ments to monitoring imple
mentation activities.
•Perform assurance of the
privacy service engagement,
including engagement plan
ning and fieldwork considerations regarding the deliv
ery of a privacy services audit engagement.
Understanding and Implementing Privacy Services: a

"As entities improve
their approach to
privacy, many will
turn to CPAs for help
in implementing
effective programs."

A privacy practice resource
In response to requirements—and demands—for pri
vacy protection, the AICPA is issuing Understanding and
Implementing Privacy Services: A CPA’s Resource, a com
plete reference of practical, results-oriented procedures,
controls, methods, and tools for providing value-added
privacy services for all types and sizes of entities.
6
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CPA’s Resource also provides CPAs with ready-to-use
sample privacy documents, checklists, forms, and
resource materials. The tools provided with this refer
ence are the result of considerable research, applicable
to current U.S. and international privacy laws; they are
also available on the accompanying Toolkit CD-ROM so
users can tailor them to their needs.
This reference takes a comprehensive approach to
establishing an entire privacy program. It also enables
CPAs to select various aspects of privacy to help meet
their clients’ or entities’ privacy needs, and it does so by
providing the reader with all the necessary tools, includ
ing background information and ready-to-use documents.
You can order Understanding and Implementing
Privacy Services: A CPA Resource, paperback with CDROM, at www.cpa2biz.com/CS2000/Products/CPA2BIZ/
Publications/Understanding+and+Implementing+Privac
y+Services:+A+CPA+Resource.htm. (AICPA Member
Price: $139.00. Available June 15, 2004.)
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Update
PCPS Update —
Critical Information for
CPA Firms
CPS is here to help you
succeed. How? We step
back and look at resources
and regulations and think how
they will impact our
Letters to the Editor
members—CPA
firms.
We bring you up-to-date
The Practicing CPA encourages
tools and information
its readers to write letters on
that shape your practice
practice management issues and
today and will impact
on published articles. Please
your business in the
remember to include your name
future.
and telephone and fax numbers.
What can you do now
Send your letters by e-mail to
to get ahead of the game?
pcpa@aicpa.org.
Here are the best
resources, sites, informa
tion and events available for CPA
firms today. Take advantage of
them. Tell us what you need.
We’re here to help you succeed.

P

Free Tax Materials
Exclusively for PCPS
Members
ecause so many PCPS
member firms have strong
tax practices, PCPS has
partnered with the AICPA
Section to offer our members free
resources and tools that would
otherwise cost hundreds of dollars.
PCPS member firms can download
the 2003 Tax Practice Guides and
Checklists package, tax section
practice management forms,
engagement letters, the Statements
on Standards for Tax Practice, and
various topical practice guides. All
of the content is available FREE
from the “Members Only” section
of www.pcps.org.

B

Unsure how to log in to the
“Members Only” section? Call the
Web Support Team at 1-877-7777077 then select Option #3 for
assistance. Do it today: This offer
ends on July 15!

on the registration fee for Practi
tioners Symposium. You also can
receive $50 off the cost of pre-con
ference workshops. To confirm your
discount, call AICPA Conferences
Registrations at 1-888 777-7077.
In addition, all PCPS members
Third Annual
who attend Practitioners can bring
a guest for free to the Monday
PCPS/TSCPA National
evening Welcome Reception.
MAP Survey Launches
Simply call 1 800 CPA FIRM or eatch your e-mail inbox
pcps@aicpa.org by June 1
for your invitation to
to register. When e-mailing,
participate in the 2004
please write “Welcome Reception”
PCPS/TSCPA National MAP Survey.
in the subject line.
This invaluable tool will allow
your firm to benchmark manage
Get Your Technical
ment policies and financial results
Updates from the Best!
against other firms while gaining
he annual National Ad
strategic guidance to build a more
vanced Accounting and
profitable and rewarding practice.
Auditing Technical Sympo
PCPS members who participate
sium (NAAATS) is being held in
in the survey will receive a FREE
San
Diego
on July 22 and July 23.
interactive results report that
allows you to compare data tai Ranked as one of the top three
lored to your firm size, specialty resources by PCPS members in a
and region. However, if your firm recent survey, this comprehensive,
does not participate, you will only in-depth symposium features cov
erage of new and emerging tech
be able to access national data.
There is no cost to participate in nical issues with a focus on the
the survey and all survey results latest accounting and auditing
are available FREE to PCPS mem trends. Attendees can interact with
bers. Non PCPS members can join experts who shape the accounting
for $35 per CPA in the firm (up to landscape, including top speakers
a maximum of $700) to take from FASB and AICPA technical
advantage of this member benefit. committees, and will receive the
Alternatively, non-PCPS members latest guidance—including up
can purchase reports for $300 with dates from the ASB, ARSC and EITF.
PCPS members receive a
a $100 discount to respondents
discount
on registration: Visit
and an additional $100 discount
www.cpa2biz.com
to sign up.
for AICPA members.

W

T

Look for your email invitation.
Tax access the survey by clicking
and
on the link provided.
The PCPS/TSCPA National MAP
Survey is one more way that PCPS
is working to make you and your
firm successful.

Practitioners
Symposium Discount
Worth Up to $150
reminder: All employees
of PCPS member firms are
entitled to a $100 discount

Valuable PCPS
Resources - Now Even
Easier to Find!
f you haven’t visited www.
pcps.org recently, you’re miss
ing out on a valuable collec
tion of research, management
tools and information.
PCPS
members can access free 2003
National MAP Survey reports,
download fraud brochures for

I
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A New Guide: Depository and Lending Institutions
Credit Union Association regulatory capital rules.
he AICPA has issued a new Guide, Depository and
•
Additional auditing procedures.
Lending Institutions: Banks and Savings
• In-depth industry overview chapters for finance compa
Institutions, Credit Unions, Finance Companies,
and Mortgage Companies. The Guide also applies tonies, mortgage companies, corporate credit unions, nat
ural-person credit unions, banks, and savings institutions.
any entity that engages in transactions that involve
In
the Guide, you’ll find key accounting and auditing
lending to or financing the activities of others.
topics
concerning investments, loans and credit losses,
This Guide supersedes the AICPA Audit and
transfers
of loans, mortgage banking activities, real estate
Accounting Guides Banks and Savings Institutions, Audits
and
foreclosed
assets, deposits, repurchase agreements,
of Credit Unions, and Audits of Finance Companies.
equity,
trust
services,
insurance activities, and other
Some key improvements to the new Guide include:
areas.
It
also
incorporates
recent regulatory updates.
• Comprehensive guidance for corporate credit unions
Paperback
012733VJ;
AICPA
Member $47.00;
and mortgage companies.
Nonmember
$58.75.
• Illustrative disclosures and guidance for National

T

continuedfrom page 7— PCPS

Update

clients, read in-depth articles on Sarbanes-Oxley consult
ing opportunities and more.
Not sure where to find what you’re looking for? PCPS
has recently added a search function to the Web site,
which makes finding resources even easier. Look for the
keyword box in the upper right comer of the main page.
Thoughts on how we can make this easier to use?
Let us know: e-mail us atpcps@aicpa.org.

Opportunities for Small Firms?

ES! And PCPS is here to help you identify and
take advantage of them. PCPS is creating a
Web cast specifically designed to help local
and regional firms dive into the world of new busine
opportunities created by Sarbanes-Oxley. Watch
www.pcps.org for more details on this unique event,
scheduled for June 23 from l-3pm.
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